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Abstract 
 
This study investigates e-mail marketing using data from a survey of 839 Finnish customers 
of an international cosmetics brand.  E-mail marketing involves the use of e-mail to send 
promotions and information to customers.  In this context we address two research questions:  
(1) What e-mail advertising factors drive visits to a physical (i.e., bricks-and-mortar) 
company sales outlet? and,  (2) Does e-mail advertising influence brand satisfaction?  Our 
findings indicate that useful e-mails can influence customers to visit the store.  Further, brand 
satisfaction is positively influenced if e-mails are interesting and also by the amount of e-mail 
received by customers. 
 
 
Introduction 
 
E-mail marketing is currently enjoying success as a marketing tool.  At a time when the click-
through rate for e-mail banner ads has dropped to less than 1 percent, the response rate for e-
mail marketing, where e-mail is used to contact customers, has been reported as almost 10 
percent (Schwartz, 2000).  Indeed advertising revenue obtained from e-mail marketing totaled 
US$948 million in 2001, and has been forecasted to increase to US$1.26 billion in 2002 
(Gartner, 2002).  This increase is unsurprising given the potential benefits that e-mail 
marketing offers marketers.  For example, in contrast to a hard copy direct mail campaign 
through the post, e-mail allows for a cheaper and faster distribution to customers.  Not only 
are advantages available in delivery, but e-mail marketing has also been reported as 
influencing customers to respond faster – from four to six weeks for a direct mail campaign to 
48 hours for e-mail (e.g., Schwartz, 2000).  Yet despite these forecasts and the advantages 
offered by e-mail, this mode of direct marketing remains unexplored by researchers.  
Therefore, in this study we examine two research questions of relevance.  First, what 
characteristics of permission e-mail marketing messages influence visits by customers to a 
physical (i.e., bricks-and-mortar) sales outlet?  Second, does the use of e-mail advertising 
influence brand satisfaction? 
 
 
Method 
 
Sample 
 
We gathered survey data from Finnish customers of a large multinational company that 
manufactures and markets cosmetics.  Finland was chosen owing to statistics that show that it 
has one of the highest levels of Internet penetration in the world with 43.93 percent of the 
population online (Nua, 2002).  The brand is one of the worldwide leaders in cosmetics and 
has products in four categories: skin care, makeup, fragrance and body care. E-mails sent by 
the company were aimed at building relationships, and contained mainly information about 
new products, invitations to events, and links to the brand’s website. 
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This company has been practising regular email marketing since 2000 and has built an in-
house permission-based e-mail list of its customers.  Permission-based e-mail is defined as e-
mail that has been requested by the consumer as part of an opt-in scheme (e.g., a consumer 
signs up to an e-mail list).  By signing up, customers are requesting information from 
marketers which indicates a level of interest in messages received, as opposed to being a 
passive audience for more traditional mass-media communications.  This form of e-mail 
differs from unsolicited commercial e-mail (i.e., “spam”), which is generally regarded 
negatively by customers as the equivalent of “junk mail” (Schwartz, 2000; Tchong, 2001).  
Hence, we examine permission-based e-mail marketing.    
 
We surveyed 2200 people who were sent an e-mail message containing a brief description of 
the survey and a link to a website questionnaire.  Respondents were offered the incentive of a 
prize draw for one of ten packages of cosmetics.  This resulted in 890 respondents. Next, 
cases with missing values for more than ten percent of the variables were excluded reducing 
the sample size to 839, which represents a response rate of 38.1 percent.  Missing values for 
the remaining customers were estimated using the expectation-maximization method 
(Dempster, Laird, and Rubin, 1977).  A posterior test on the means and variances revealed no 
differences between the variables before and after imputation.  Hence, this technique did not 
distort the original data distribution.    
 
Survey questions 
 
The survey questions included factors that could influence customers to visit the store after 
receiving an e-mail message.  These questions included: perceptions of e-mail advertising 
usefulness; the level of interest generated by these e-mails; usefulness of the Internet; the 
amount of e-mail advertising received by the respondent; perceptions of the importance for 
the company to keep in regular contact with the respondent; website visits, store visits, and, 
reasons for store visits inspired by e-mail advertising.  The question translations below were 
agreed upon by three separate native Finnish speakers who were fluent in English.    
 
Perceptions of e-mail usefulness were measured by the 5-point item “How useful do you find 
the e-mails received from (brand name)?” (not at all useful-very useful).  Likewise, e-mail 
content interest was measured by the 5-point item, “What do you think about the contents of 
the e-mail messages?” (not at all interesting-very interesting).  Internet usefulness was also 
measured by a 5-point item (not at all useful-very useful).  Respondents also indicated what 
types of e-mail messages they regarded as very useful.  Message types included: information 
about new products;  special sales offerings; information about beauty and treatments; 
information about interesting new make-up trends; hyperlinks to interesting websites; 
information about different upcoming events, and information about competitions. An open-
ended question was also included for any additional categories not addressed by these 
message types.  Brand satisfaction was measured by the 5-point item “How satisfied are you 
with (brand name)’s quality?” (not at all satisfied-very satisfied). 
 
The amount of e-mails received from the company was measured by the item,  “How many e-
mails do you remember that you received from (brand name)?” (None, 1-4, 5-10, over 10).  
Perceptions of the importance of keeping in touch were measured by the item, “How 
important is it that (brand name) is regularly in touch with you?” (1 = Not at all important, 5 = 
Very important).  Likewise, whether store visits had been inspired by promotional e-mail 
advertising was measured on a 3-level item (never, once, more than once).  Reasons for store 
visits inspired by e-mail advertising were assessed by respondents indicating how many of the 
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following reasons were applicable (To see products; to get more information about products; 
to get personal assistance from a skillful salesperson; to buy products, and, to visit a (brand 
name)-event. 
 
 
Results 
 
Research Question 1:  E-mail Advertising and Store visits   
 
We calculated a binary logistic regression using the dependent variable of store visits which 
separated customers who had never visited a company sales outlet, from those who had 
visited at least once.  The independent variables were e-mail usefulness, amount of e-mails 
received, interest generated by the e-mail advertising, usefulness of the Internet, and the 
importance of the company staying in touch.  Results revealed three significant positive 
associations for e-mail usefulness (β = .289, p < .05), e-mail interest (β = .646, p < .001), and 
the amount of e-mails received by the consumer (β = .807, p < .001) as displayed in Table 1.  
Hence, customers are more likely to visit a store if e-mails are useful and interesting, and if 
they have received many e-mail advertisements from the company. 
 
Table 1: Binary Logistic Regression Results 
 
 
Dependent Variable 
Independent Variable Beta (standard 
error) 
Exponential 
Value  
Store visit E-mail usefulness  .289a (.103) 1.336 
 E-mail interest  .646b (.113) 1.908 
 Amount of e-mails  .807b (.114) 2.242 
Note:  The table includes only variables with statistically significant beta coefficients.  
Variables include Internet usefulness.  
a Beta significant at p < .05 
bBeta significant at p < .001 
 
This suggests that e-mail marketing can encourage store visits. Next, we examined the  
reasons for why customers choose to visit a store.  An analysis of frequencies showed that 
customers visit stores to either buy the product (40.4 percent of respondents), or to see the 
product first hand (40.1 percent).  To a lesser degree, customers visit the store to gain 
additional product information (28.8 percent).   Customers also visit the store for the personal 
assistance provided by sales representatives (19.1 percent), whereas attending in-store events 
(6.7 percent) do not appear to be a dominant reason for store visits.  These results indicate that 
while information can  be sent to customers by e-mail, people still like visiting a store to 
experience those sensory aspects of a cosmetics product which can not be experienced over 
the Internet (e.g., how a new lipstick or make-up style suits a person’s face).  We also 
examined what features of e-mail are seen as useful by customers. As displayed in Table 2, 
four types of e-mail content are favored by more than half of the respondents as being useful.  
Namely, information about: special sales offerings (90.2 percent of respondents),  new 
products (89 percent), competitions (69.2 percent), and information about beauty and 
treatments (68.8 percent).  Interestingly, information on website hyperlinks of interest were 
not seen as useful (43.6 percent).  These results suggest that consumers are interested in new 
and timely information.  
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Table 2: E-Mail Content that makes an E-mail Useful 
 
Variable Percent 
Special sales offerings 90.2 
Information about new products 89.0 
Competitions 69.2 
Information about beauty and treatments 68.8 
Information about different events 43.9 
Website hyperlinks 43.6 
New make-up trends 41.2 
 
 
Research Question 2:  E-mail Advertising and Brand Satisfaction   
 
A separate multiple regression model was conducted using the dependent variable brand 
satisfaction.  The dependent variables were e-mail interest, importance of company staying in 
touch, purchase frequency, and, e-mail usefulness.  Results indicate two significant positive 
associations for e-mail interest (β = .185, p < .001), and importance of staying in touch (β = 
.075, p < .05).  Thus, regularly sending interesting e-mails to customers shows a significant 
positive relationship with satisfaction with the brand.  Consequently, e-mail advertising can 
positively contribute to brand satisfaction.   
 
 
Discussion 
 
This study examined e-mail marketing from the perspective of store visits generated by e-mail 
marketing, and, in terms of how perceptions of brand satisfaction are influenced by e-mail 
marketing.  We discovered that visits to the company store were more likely if e-mails were 
viewed as useful, and the more e-mails received by the customer from the advertising 
company.   
 
As noted by Kover (2001), the Web is ideally suited to products that do not involve human 
interaction with people or objects.  In the case of cosmetics with fragrances or facial products, 
such as lipstick, it is understandable that customers seek to visit the store to see if the product 
advertised by e-mail suits them.  Customers who find e-mails useful tend to want the 
company to stay in regular contact with them, suggesting that e-mail offers advertisers the 
opportunity to become an important avenue for customers to obtain information.  Likewise, 
customers who received many e-mail advertisements were more likely to visit the store. 
 
Useful e-mail content included sales information, new product information, competitions, 
and, information about beauty and treatments.  Interestingly, sending customers hyperlinks in 
e-mails was not viewed as useful.  This is surprising since hyperlinks have been promoted in 
the literature as useful to promote to customers (e.g., Gallagher, Fosters and Parsons, 2001).  
Hence, our findings suggest a qualification to the benefits of offering customers hyperlinks in 
terms of e-mail marketing.   
 
Regarding our second research question, we found that satisfaction with brand quality was not 
influenced by whether e-mails were seen as useful, nor did the frequency with which 
customers bought cosmetics have any effect.  This is surprising given that we might expect e-
mails useful to the purchase decision-making process to result in a more favorable view of the 
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brand.  Yet this is not the case, nor do regular buyers of cosmetics have a more favorable view 
of the quality of the brand.  Where there is an association however is when e-mails are viewed 
as interesting.  When e-mail marketing is viewed as interesting, and the marketer stays in 
regular contact with the customer, brand satisfaction increases. 
 
Recent research by Fournier and Mick (1999) has challenged a purely functional view of 
product satisfaction.  This view suggests that a consumer’s satisfaction is not simply the result 
of a functional appraisal of for example, product benefits and attributes, and how well the 
product serves its purpose.  According to Fournier and Mick (1999), satisfaction is situated 
within the broader concerns of a consumer’s life goals and life satisfaction.  In other words, 
product satisfaction is influenced by the broader life world context of consumers living their 
day-to-day lives.  Thus, we speculate that companies that provide interesting e-mail content, 
and make that interesting content a regular part of a customers’ life, result in more positive 
feelings and thus satisfaction regarding how the brand is viewed.  Satisfaction encompasses 
more than the functional performance of the product.  As such, this represents an interesting 
avenue for future research for e-mail marketing. 
 
Another area for future research is the e-mail responses by customers back to the marketer. 
Researchers assert that in the digital domain, marketers and customers can shape the content 
of promotional messages together (Rowley and Slack, 2001).  Likewise, since highly focused, 
customized communications can be beneficial to building long-term relationships (Arnold and 
Tapp, 2001) it would be useful to explore how an interactive e-mail response to e-mail 
advertisements aids the development of the relationship between marketers and their 
customers.  Second, since e-mail offers the convenient function of forwarding messages 
received to other people, the forwarding of e-mail advertisements to other customers in terms 
of word-of-mouth influence and penetration should also be examined. 
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